


CAUTIONARY STATEMENT REGARDING FORWARD-LOOKING STATEMENTS

Some of the statements in this presentation include “forward-looking statements”. Forward-looking statements give M&C Saatchi
plc’s (the Company) current views with respect to future operating or financial performance, business strategy and future plans.
Statements which include the words ‘expect’, ‘intend’, ‘plan’, ‘believe’, ‘aim’, may’, ‘would’, ‘could’, ‘will’, ‘anticipate’, ‘estimate’,
‘project’, target’ and similar statements are of a future or forward-looking nature.

Other than in accordance with its legal or regulatory obligations (including under the Market Abuse Regulations, AIM Rules for
Companies and the Disclosure Guidance and Transparency Rules of the Financial Conduct Authority), the Company gives no
undertaking to publicly review or update any forward-looking statements in light of new information, future events or otherwise. All
investors should take note of these disclosures. Accordingly, no assurance can be given that any particular expectation will be met,
and investors are cautioned not to place undue reliance on the forward-looking statements. All forward-looking statements address
matters that involve risks and uncertainties, many of which relate to factors that are beyond the Company’s control or precise
estimate. The Company cautions investors that a number of important factors, including those in this presentation, could cause
actual results to differ materially from those expressed or implied in any forward-looking statement. Any forward-looking statements
made by or on behalf of the Company speak only as of the date they are made and are based upon the knowledge and
information available to the directors on the date of this presentation.

This presentation does not constitute an offer or invitation for the sale or purchase of any securities of the Company. The information
in this presentation, which does not purport to be comprehensive, has been provided by the Company and has not been
independently verified. While this information has been prepared in good faith, no representation or warranty, express or implied, is
or will be made and no responsibility or liability is or will be accepted by the Company, any of its subsidiaries, directors, officers,
employees or advisers in relation to the accuracy or completeness of this presentation or any other written or oral information made
available and any such liability is expressly disclaimed.
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Resilient and agile performance in challenging environment

Headline PBT of £8.3M - ahead of expectations

* Strong client retention and new business performance

* Swift implementation of transformation and restructuring strategy

* Business simplification: number of operating units reduced by 34%

* Driving digital growth across all five divisions
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2020: HEADLINE NUMBERS

Stronger than expected performance with underlying margin improvement

Net revenue
Operating profit
Profit before tax
Taxation

Profit after tax
Minority interest
Profit for period
Basic EPS

Dividend

M&C Saatchi Group

2020

£m
225.4
12.0
8.3
3.3)
5.0
3.4)
1.6
1.52p

0.00p

2019 Movement

£m £m %
256.4 (31.0) (121%)
19.5 (7.5) (38.5% )
17.2 (8.8) (51.5%)
(5.3) 2.0 (37.8%)
11.9 (6.8) (57.6% )
(4.9 1.5 (30.6% )

7.0 (5.4) (77.0% )
7.70p (6.18)p (80.3% )
2.45p (2.45)p (100.0% )

Operating Profit Margin

2020 stated: 5.3%

Moves to 7.5%+ if exclude
losses from entities that
were disposed of/divested

Current run rate: 10%+




2020: REGIONAL BREAKDOWN

Stronger than expected performance

Middle
East& Asia& Central  Group
Resi I ie nt Year £m UK Europe Africa Australic Americas  costs total
S’rreomlining / exiTing Net revenue 88.9 28.4 15.6 57.9 34.6 - 225.4
Ioss—moking opero’rions vs 2019 (reported rafes) (13.8%) (6.8%) (6.2%) (@(10.2%) (16.9%) 0.0% (121%)
Operating profit 16.4 1.5 0.7 2.2 2.5 (11.3) 12.0
Turnaround of loss- vs 2019 (reported rates) 21.2% (50.9%) (55.4%) (60.5%) (19.3%) 53.7% (38.5%)
moking operations Operating margin 18.4% 5.2% 4.3% 3.9% 7.2% - 5.3%
2019 margin 13.1% 9.9% 9.1% 8.8% 7.5% - 7.6%
Growth in pI’OﬁT and S hare of associates - - - (0.0 (0.1) - (0.1)
opero’ri ng ma I’giﬂ in Net interest a1.1) (0.1) (0.4) (0.4) (0.9) (0.7) (3.5)
| } entit Profit before tax 15.3 1.3 0.3 1.8 1.5 (12.0) 8.3
cligies Y T ax rate 20% 54%  98%  59% 25% 19%  39.6%
Profit after tax 12.3 0.6 0.0 0.8 1.2 (9.8) 5.0
Non-controlling interest (2.7) (0.2) 0.1 (0.2) (0.4) (3.4)
Profit for period 9.6 0.4 0.1 0.6 0.8 (9.8) 1.6
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Multiple initiatives to mitigate challenges and expand underlying operating margin

Operating cost reduction vs 2019 of £24m or 10%

* Rightsizing, foundations in place for further margin improvement

Disposals, divestments and office closures

* 20 entities were either closed, merged or our interest divested; programme continued in 2021 to deliver 34% reduction

Review and reduction of global property portfolio to accommodate a more flexible working
environment

* Real estate in London, New York, Sydney, and Singapore, surplus to requirements and being marketed
* Impairment of £2.7m against leases (largely in London)

Investment in structural repositioning

* New talent, capabilities and business processes including enhanced central functions

* Major staff restructuring programmes (Exceptional costs of £2.6m)

Utilisation of government support
* UK furlough repaid in 2021



Solid cash conversion, disciplined cash management and new bank financing

Total Cash

Borrowings

Net Cash

M&C Saatchi Group

2020

£m

76.3

(43.3)

2019

33.0

£m

69.0

(52.4)

16.6

Strong conversion of operating profit to cash

Transformed treasury and centralised cash
management function

New 3 year £47m banking revolving credit facility
with NatWest and Barclays

Net cash position continues to be healthy in 2021



POTENTIAL TO TRANSFORM SHAREHOLDER VALUE

Cash purchase of minorities included in capital allocation considerations

Capital Allocation
Priorities

Minimising Dilution Reducing Minority
Interests

Current Projection 19.4% Currently: 68% of PAT Organic Growth /

Working Capital

Minority Interests
Dividend Payment
Balance sheet parameters

Potential Projection 4.6% 5 Yr Projection: 12% of PAT

Outstanding 2021-2025 Put Options™

Settled with shares (@135p share price) = 19.4% dilution

Settled with cash = | 4.6% dilution

Decision to be taken post AGM

*Estimated put option liability for 2021 = £12.6m (@135p share price) assuming £5m to be
setftled with cash.
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Positive underlying business trends and strategic initiatives delivering growth

Strong revenue and PBT growth in first 5 months of 2021

Headline operating margin for first 5 months > 10%

PBT for 1 6 months expected to be > £10m (H1 2020: £2m)

Strong performance across all divisions, driven by new business, and more positive market backdrop

Continued balance sheet strength with Net Cash of £32m at 31 May 2021
Full year 2021

Revenue, PBT and Earnings expected to be ahead of consensus expectations

Strength of H1 performance may not be fully matched in H2
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LOCAL

CONNECTED

A creative company

that connects specialist
expertise through data
and technology to deliver
meaningful change.

M&C SAATGHI GROUP
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Deepening
of digital

Darwinian
Dto C

Sustainability
Anxiety

Dependency noft just time spent

Strong brand to survive
& relevant, actionable CX
to thrive

Increasingly core to the
Marketing agenda

Increasingly complex

Modern creativity
in a digital world

M&C Saatchi Group

Platforms & Precision

Specialists in planet,
people and brands
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CONNECTED BRAND,

CREATIVITY EXPERIENGE

GLOBAL &

& INNOVATION

Data Analytics
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Automation

PASSION

SOGIAL ISSUES MARKETING

Personalisation

PERFORMANCE
MEDIA

CX
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The application of
marketing science
& creativity to solve
complex problems.

70% of success of
digital ad
campaigns

accounted for
by creative
quality

Data driven
personalization
drives 5-8 x
more ROI

Sources: Google Media Lab, eConsultancy

census
2021

PUBLIC SECTOR DIGITAL
TRANSFORMATION

TRANSFORMATION FROM
TRADITIONAL CAR BRAND TO
MOBILITY EXPERIENCE PROVIDER

e
LEXUS ELECTRIFIED

LIVE FORWARD

/’(‘\77 T

Data analytics for insight into key hard to reach audiences
Tech partnership with Admation

Distribution of digital assets at speed and scale across Facebook, Twitter,
Snapchat, digital display, online video and search

Real time customisation in response to completion data by region and
audience

Influencer mapping to identity key community voices in 19 priority groups
Website design, build and management for discrete audiences

Built and managed the digital help centre using Al technology, operating
on Facebook and Twitter, responding to 250,000 requests

Results: 97% completion rate exceeding targets

Propensity modelling to drive growth

Customer data predictive analytics

Developed mobility as a service (MAAS) strategy
Customer experience app development (Encore)

Integration of communications with Salesforce for hyper-targeted
personalized content

Data driven customer lifecycle management
Built a single customer view to empower dealers via connected data

Results: Outperforming market with 17% growth v



Transformative digital
experience, design
and innovation.

55% of companies
expect thanin 3
years, more than half
of revenue to come

from products &
services that do not
exist today.

CX CAGR 18%
2021-2028

Sources: BCG, Grandview Research

e imagine
I learning

EDTECH DIGITAL EXPERIENCE
TRANSFORMATION. BRAND DESIGN
AND ARCHITECTURE, ENTERPRISE
LEVEL WEBSITE DESIGN AND UX.

3P o

Imagine learning

OPTUS

360 DEGREE DELIVERY THROUGH
THE FUNNEL; FROM BRAND DESIGN
TO E-COMMERCE

UX strategy consulting - single user ID, simplified from many

Information architecture design including multi-device navigation user
interface

Atomic design organisms to develop effective user interface
Scaled content workflow management
Interactive prototyping

Content Management System model and development planning

Built dedicated in-house agency powered by technology
Transforming retail marketing through automation
Delivering personalization at speed via AdZu tech stack

Touchpoint analytics to optimise effectiveness
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Driving critical global
and social change.
Protecting the planet,
transforming lives
for the better.

150 Million pushed

info extreme
poverty in 2021

1in 4 young people
living in fragile
states by 2030**

Sources: World Bank, Elsevier

® [Caliy:

GLOBAL
FUND

20

YEARS OF IMPACT

01-12NOV 2021
GLASGOW

The world’s leading marketing communications company specialising in
global and social issues

Working with national governments, foundations, NGOs, the private sector
and international organisations including the UN, NATO and the EU

Leading comms for UN Climate Change Conference (COP26)

Helping tackle extremism in all its forms for the UK government; ‘Building a
stronger Britain together’

Established O2’s new environmental platform: ‘O2 vs CO2’

Leading behaviour change communications reaching over 240 million
people in Asia and Africa to help stop the spread of COVID-19

Leading Gates Foundation on data driven responsiveness in global health
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Connecting brands
direct to consumers
through their passions

23% CAGR in
virtual events to
2027

$94bm to $405bn

72% of companies
to extend
influencer

marketing by 2022

Sources: Gartner, Insider Intelligence

Data analytics to identify connections between brands and consumer
passions

Pivot from physical events to interactive, virtual events

Helping brands capitalize on growth of esports eg. Virgin Media and
activating EGX

Live stream sponsorship activity, via social platforms and first party apps
for brands including McDonald’s, Heineken and KIA

Launch of new capability in hyper-passions via M&C Saatchi Fabric
Management of Influencer talent pool across You Tube and Instagram
Consultancy to optimise brand fit with influencer selection

Advisors to YouTube to find the next generation of Influencers
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PERFORMANGE MEDIA

Connecting brands
with today’s connected
customers

17% CAGR global
internet
advertising
2020-2027

75% companies
lack confidence in
addressing loss of

Cookies

Sources: Allied Market Research, IBM

‘/Proprietory Planning framework for connected media, “Action Planning”
‘/Dynomic cross channel media buying optimized to business metrics
‘/Holisﬁc, near real time reporting through enterprise class technology platform
‘/Signiﬁcon‘r traction in emerging industry sectors: Med-tech, Ed-tech, Fin-tech
‘/Business partner to leading digital businesses

‘/Leod partner to test media innovations: Lyft, Roku, Dataseat,

TAILORED TECH STACK TO
DELIVER STRATEGY, PLANNING
AND BUYING OF ALL DIGITAL
MEDIA ACROSS SOUTHEAST ASIA.
CABS, FOOD DELIVERY, FINANCE.

‘/ Hyper-targeting across Self Attributing Networks including Google and
Facebook and through DSPs such as theTradeDesk to drive efficiency

‘/ Dynamic creative optimization - Machine learning to A/B test across
thousands of creative executions

‘/ Advanced Al driven data aggregation and reporting
‘/ Track and atftribute customer conversion through AppsFlyer

‘/ Fraud detection Analytics in order to ensure efficient media spend
through sources of inventory

‘/ Brand safety delivered via IAS (Integral Ad Science).
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SUMMARY

Business Transformation Continues

v" Investing in high growth, high margin sectors
v Digital focus

v" Further simplification

v Addressing dilution

v Resourcing for the new era
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